The present paper empirically examines consumer attitude and behavioral intention structures in social media context, particularly focusing on Gen Ys who are the world's largest population group. Three antecedent factors (i.e. perceived relevance, perceived value and perceived credibility) were closely examined for their influences on attitude towards product placement (App) and purchase intention. App was proposed to serve as a mediator between these antecedent factors and purchase intention. The mediation results indicated that perceived relevancy and perceived credibility affect purchase intention in two ways: directly and indirectly through App. Meanwhile, perceived value only has a significant direct effect on purchase intention. Consumers considered perceived relevance and perceived credibility as antecedents to App, but not perceived value. The findings provide useful insight to both marketers and academicians in planning for their promotion strategy.
Finally, the lack of studies on product placement in Malaysia context also addresses an opportunity for future study (Abdul Adis & Kim, 2013) .
In addition to the examinations on the relationships between the three antecedent factors namely perceived relevance, perceived value and perceived credibility on purchase intention, the present paper further investigates the roles of attitude towards product placement (App) in mediating the relationships between these antecedent factors and purchase intention. The results provide valuable insights to both marketing practitioners and academicians in understanding the relationships between the antecedent factors and purchase intention. The attitude-behavioral intention link is examined in a more detailed manner and the direct and indirect influences on purchase intention could also be further identified.
Social Media and Generation Y
Generation Y (Gen Y) or Millennial or Net Generation constitutes the world's largest population group (Malka, 2012) . Traditional media such as TV and newspaper are found to be obsolete towards these young consumers (Pinzaru, Savulescu & Mitan, 2013; Rutsaert, Pieniak, Regan et al., 2014) and even worse; many young consumers find ads to be unattractive and a kind of distraction. Zipping and zapping are common and the habits of switching channel or skipping commercials lead to failure in marketing communication. It is hence important for marketers to understand the young consumers' mindsets, values and purchase behaviors (W5 Insight, 2008) . Marketers need to switch to alternative channels to promote their products and services in planning for their marketing communication strategy whenever necessarily. In fact, this is what leads to the birth of product placement (Gutnik et al., 2007) as a valid and valuable way of reaching consumers.
As the Generation Ys are highly brand conscious, they are not easily rely on marketing and advertising claims. Instead, they prefer to search for information via internet, blogs and peer relationships. Through social networking, Gen Ys are able to express their ideas and opinions, keep in touch with peers in the networking groups and build professional contact networks. They also spend more time on social networking sites (SNS) than any other groups. In other words, they have higher chance to be exposed to product placement in SNSs, implying huge marketing implications (Kotler & Armstrong, 2010) .
The Antecedent Factors and the Mediation Role of Attitude towards Product Placement
The review of the ad relevancy literature indicates contradicting findings on the relationship between perceived relevance and attitude. Some propose that high relevancy leads to positive feelings or attitudes toward an advertisement (Varnali, Yilmaz & Toker, 2012) . For instance, the advergames researchers found that advertising position in the games induces higher purchase intention as the product placement enhances the reality of the games (Phang & Abdul Adis, 2009 ). However, others found that incongruent game billboard is much more remembered over the congruent ones (Huang & Yang, 2012) . Huang and Yang conclude that people remember better the advertisement that is low in relevancy within the gaming environment. It is hence a better strategy to have irrelevant advertisement in games (Huang & Yang, 2012) . These contradicting findings in advergames and advertising studies cause confusion and questions whether a similar scenario is experienced in social media.
In social media, consumers are expected to behave differently based on the perceived ad relevancy. People generally behave positively when the perceived relevancy is high (Ng, 2013) due to strong sense of clones, familiarity and presence of trust in using a particular social networking site. An advertisement is perceived as relevant when it is important and meaningful (Drolet, Williams & Lau-Gesk, 2007) or appropriate and applicable to the target customers (MacInnis & MacInnis, 1989) . Similarly, Wang, Yu & Wei (2012) also supported the importance of socialization purchasing decision that significantly contributed to ad relevancy. Social connections on social networking sites affect consumer purchasing decisions (Wang & Chang, 2013) . Perceived online ad relevance has the potential to deliver highly targeted advertising that match the decision context of the online users (Hunt, 1998) . Greater congruency to the social identities is formed from relevant advertisements which then lead to positive impacts on consumers' product attitude and purchase decision (Zeng, Huang & Dou, 2010) . Chi et al. (2013) also found supporting results for perceived value as a significant factor in influencing consumers' purchase decision process with higher perceived value led to higher intention to buy.
As consumers are spending much time on SNSs nowadays, these SNSs clearly show great opportunity for marketers to target their customers, utilizing more targeted advertisements. In other words, greater perceived relevance leads to more positive attitude and higher buying intention. As the true psychological impacts of the relevancy are believed to be captured by the attitudes toward the product placement, attitude will serve the mediation role in influencing buying behavior. When consumers perceive a product placement to be valuable, useful and important, their attitudes toward the product placement eventually influence their buying intention (Liu et al., 2012) .
Product placement in social media creates an opportunity for exchange of ideas and experiences between the peer consumers and between the marketers and consumers. Consumers in particular receive great value from this communication process. Perceived value is found to be a significant indicator to consumers' online purchase behavior (Chi, Yeh, Chien & Tsai, 2013; Wang, Yeh & Liao, 2013) which influenced by the perceived enjoyment, usefulness, perceived fee and ease of use. When it is perceived as enjoyable and entertaining, consumer attitudes towards product placement will be more favorable, and in turn influence purchase intention .
Brand is said to bring value to consumers, especially in creating product differentiation. In most cases, consumes learn about brand value through marketing communication such as advertisement. Numerous studies indicate the importance of perceived value on consumer attitudes and behavioral intention. Beneke (2002) for instance, found that people put greater emphasis on the interactivity and media richness in the context of social media when forming their attitudes toward the advertisement and behavioral intention. High interactivity and media richness lead to higher perceived value and in turn, higher purchase intention. Other researchers such as Wang and Chang (2013) proposed high diagnosticity to be able to reduce perceived risk and increase purchase intention as people generally put more weights on information or recommendations made by people they are close to. This information is treated as more useful and important (Ducoffe, 1995; Liu, Sinkovic, Pezderka & Haghirian, 2012) . Others proposed that product placement in SNSs should be viewed as more interesting than traditional media (Motwani, Shrimali & Agarwal, 2014) , hence induce positive feelings and evaluations. The attitude that consumers form toward product placement will serve as a mediator in affecting the relationship between perceived value and purchase intention.
The availability of huge amount of information and the opportunity for the customers to share their views and opinions online also add to the value of product placement in social media context. Different from product placement in traditional media, consumers are able to exchange views and opinions (Lee, 2013) and actively search for information and treated this process as more reliable and transparent in SNSs. Therefore, it is clear that credible source leads to formation of positive consumer attitudes (Yogci et al., 2009) . Through social media, product information are delivered and discussed among the communities. Important information could be gathered as customers' views and opinions can be accessed through social relationships (or social commerce, Wang & Chang, 2013) . In MacKenzie & Lutz's (1989) study, advertisement is said to be credible when it is perceived to be convincing, believable and credible. In particular, high trust and credibility towards brand should lead to more positive attitude, and eventually higher buying intention (Jiménez & Mendoza, 2013) .
However, the availability of the huge amount of information also leads to difficulty in differentiating the credible sources from not credible ones. In addition, consumers could have formed higher skepticism towards the product placement as well as the sponsored recommendations due to the speculation of favorable comments and messages by the so called 'sponsored peer users' or 'sponsored bloggers' by marketers (Lu, Chang & Chang, 2014) . Trust and credibility are hence vital and essential issues in influencing consumer behavior (Lu et al., 2014) . Positive evaluative thoughts on credibility contribute significantly to consumer attitudes (Yagci, Biawas & Dutta, 2009 ). Consumers perceive a highly convincing and believable advertisement to have higher credibility, which help in forming their attitudes toward the product placement and in turn, affect their purchase intention.
In conclusion, it is postulated in this study that the three antecedent factors will significantly influence the attitude towards product placement and purchase intention; while attitude towards product placement will serve the mediation roles in the relationships between these antecedent factors and purchase intention: H1: Perceived relevance significantly influences attitude towards product placement and purchase intention.
H2: Perceived value significantly influences attitude towards product placement and purchase intention.
H3: Perceived credibility significantly influences with attitude towards product placement and purchase intention.
H4: Attitude towards product placement has significant relationship with purchase intention.
H5: Attitude towards product placement mediates the relationship between perceived relevance and purchase intention.
H6: Attitude towards product placement mediates the relationship between perceived value and purchase intention.
H7: Attitude towards product placement mediates the relationship between perceived credibility and purchase intention.
Method
The present study employs convenience sampling method as it is the most efficient way to obtain information from respondents (Sekaran & Bourgie, 2011) . A total of 210 usable questionnaires were collected for data analysis, distributed manually and through online contacts. Online questionnaires are utilized as it is a preferable option to target respondents due to its convenience and high accessibility. By employing the guideline recommended by Hair, Black, Babin, Anderson & Latham (2006) , the minimum sample size requirement should be five (i.e. number of responses) times of the number of variables, the present sample size of 210 is considered as appropriate.
The respondents in the present study came from various ethnicity backgrounds, with special attention paid to on age distribution. The selection of the age groups is based on several rationales. The review of the literature indicates that the majority of the SNSs users are young adults aged between18-35 (Pew Research Internet Project, 2014) . Students especially, are found to spend the highest amount of time accessing SNSs in a day (Mao, 2014) . The respondents in this study who were mainly Chinese (70%) aged between 18-25 year old (53%) and have at least university degree (55%), were considered to be appropriate.
The perceived relevancy was measured with a 5item-five point scale, adopted from Drolet et al. (2007) and MacInnis & Jaworski's (1989) studies; perceived value was measured with a 3 item-five point scale, adopted from Ducoffe et al. (1995) and Liu et al.'s (2012) studies; perceived credibility was measured with a 5 item-five point scale, adopted from Mackenzie & Lutz (1989) and Xu's (2007) 's studies. Finally, attitude towards product placement and purchase intention were both utilizing the 6 item-five point scales from Park, MacInnis, Priester, Eisingerich & Iacobucci (2006) and Bouhlel et al.'s (2010) studies.
Multiple regression analysis was utilized to test the relationship between antecedent factors and purchase intention. Smart PLS M2 Version 2.0 software was used to analyze the model as well as the mediation analysis with the application of a bootstrapping technique to determine the significance levels for loadings, weights, and path coefficients (Ramayah, Jasmine & Ignatius, 2013) .
Findings
First of all, the data were run for reliability and validity tests. In PLS, loadings of factors on their respective constructs are examined to assess the reliability of the factor, factors that have factor loadings of less than .5 shall be removed (Hulland, 1999) . All constructs were found to have loadings higher than .70, suggested by Hair et al. (2006) . The constructs also had acceptable Cronbach's alpha coefficients, namely .792 for attitudes toward product placement (App), .930 for perceived credibility, .941 for perceived relevance, and .945 for both perceived value and purchase intention. Next, AVEs for all constructs were calculated and cross-checked. The calculated AVEs were found to be above acceptable level of .05 (Bagozzi, 1981) , namely .877 for App, .782 for perceived credibility, .770 for perceived relevance, .859 and .901 for perceived value and purchase intention respectively. The calculated composite reliabilities were found to be higher than 0.7 (Fornell & Larcker, 1981) , namely .977 for App, .947 for perceived credibility, .952 for perceived relevance, .961 for perceived value and .965 for purchase intention. GoF = GoF =√0.624√0.317GoF = .790 √0.272 R xAVE (Tenenhaus et al., 2005) As recommended by Fornell & Cha (1994) and Fornell & Larcker (1981) , AVE of each construct should be higher than the correlation between it and any other constructs of the model in order to achieve discriminant 
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Discussion, Limitation and Conclusions
Media proliferation has increased the need to effectively communicate with target markets. Generation Ys as the largest world population group implies huge market implication that heightens their importance. They will continue to make online sharing in networks a lifelong habit, even as they mature and have families (Pew Internet Research Project, 2014) . The advancement of technology allows this group of consumers to be accessible to huge amount of information. Marketers hence need to carefully plan their marketing communication strategy to be seen as interesting and important to them. With more than 74% of the online adults using SNSs nowadays (Pew Internet Research Project, 2014) , product placement in social networking sites (SNSs) could be one of the useful tools. Unfortunately, academic studies on product placement in SNSs are still at their infant stage, leading to confusion and uncertainties.
The current paper fills in the gap by examining the factors that contributes to consumer attitudes toward product placement and eventually the influence on consumer purchase intention. It is proclaimed that there are significant influences of the three antecedent factors, namely perceived reliability, perceived value and perceived credibility on attitude towards product placement (App) and purchase intention.
The results of the multiple regression analysis provided support for hypotheses 1 and 3, but not hypothesis 2. Specifically, perceived relevance was positively associated with App in social media, consistent with the past research (Ng, 2013; Varrnali et al, 2012) . It is believed that Malaysian consumers nowadays are more educated and have higher willingness to explore new things, especially among the Gen Ys who born in the technology era. People have more favorable attitudes when the product placement is perceived as important, meaningful, appropriate and applicable (Drolet et al., 2007; MacInnis & Jaworski, 1989 Vol. 8, No. 3; to social identities also leads to positive attitudes (Zeng et al., 2010) . Consistent with Zeng et al. (2010) , the findings also supported the relationship between perceived relevance on purchase intention.
Similarly, multiple regression analysis showed that perceived credibility had a significant association with App, consistent with previous studies (Sallam, 2011; Doss, 2011) . Credible sources lead to formation of positive consumer attitudes (Yogci et al., 2009) . As consumers have the freedom to search for information and evaluate product/brands through peer consumers' reviews in SNSs (Wang and Chang, 2013) , this information is treated as more credible and useful to form positive attitude. Credibility also found to contribute significantly to purchase intention, consistent with Jiménez & Mendoza's (2013) study that trust and credibility are important to form higher purchase intention.
However, multiple regression analysis results revealed that the perceived value did not have a significant relationship with App, but a significant influence on purchase intention. The positive relationship between perceive value and purchase intention is consistent with the past research in social media literature Zeng et al., 2009 ). For product placement in social media context, a greater perceived value such as the degree of message exposures and perceived enjoyment and entertainment stimulate positive evaluations among the targeted respondents that directly affect their purchase intention. Rather than contributing to the attitude formed, perceived value directly influences purchase intention.
Hypothesis 4 specifically addressed the attitude-behavioral intention relationship. The results indicated that App significantly influenced behavioral intention, in which positive attitude led to higher purchase intention. This result is consistent with the previous studies in product placement as well as social media (Abdul Adis & Kim, 2013; Ghorban, 2012) .
The next issue concerns the role of App as a valid mediator. The results of the mediation tests indicated that App served the mediation roles between perceived credibility and perceived relevancy on purchase intention, but not between perceived value and purchase intention. For perceived relevance and perceived credibility, the results shown that the relationships between perceived relevance and perceived credibility with purchase intention can be both direct and indirect through the mediation of attitude dimension (i.e. App). By referring to the mediation analysis in Table 2 , it is indicated that perceived relevancy indirectly influence purchase intention when App is considered. It is only through the attitudes that consumers form toward product placement that perceived relevancy influence purchase intention. Similarly, for perceived credibility, the difficulty in differentiating the credible and not credible sources could have caused perceived credibility not to have direct influence on purchase intention, when App is considered. For instance, people are skeptical toward the 'sponsored peer reviews' or 'sponsored recommendations' favoring the marketers who sponsored the brands/products. These along underline the importance of perceive relevance and credibility in determining the purchase intention of social media among young Malaysian consumers.
The results from the present paper make several contributions. From the theoretical perspective, the present paper contributes to the purchase intention literature in support of the relationships between the three antecedent factors, attitude and purchase intention of product placement in social media context. The obtained results also contribute to the existing consumer behavior literatures by empirically examining the mediating role of attitude on the relationships between the three antecedent factors and purchase intention. In particular, perceived relevance, value and credibility are found to have different impacts on attitudes toward product placement and purchase intention. Relevancy and credibility are important factors contributing to the forming of attitudes toward product placement, meanwhile perceived value is not. On the other hand, the former two factors have both direct and indirect impacts on purchase intention, meanwhile perceived value only have a direct impact on purchase intention.
In conclusion, the results of the present study suggest the emergence of the social media and product placement as a prevalent idea to marketers. It is important to realize the need to change the conventional marketing strategies to include social media as an effective communication platform between marketers and consumers. Looking into the current trend among the Gen Ys, social media is effective and essential to bridge the connection between business and young consumers, something that is no longer to be achieved by the traditional media.
